Virginia Slims November Promotions 


Retail Execution 




Source: https://www.industrydocuments.ucsf.edu/docs/lhln0004 



B2G1F 


• Select markets (wide coverage) 

• 80% penetration objective (within select markets) 

• ADSn kit allocation 36% 

• % Stores penetrated 17.3% 

• % of Maximum penetration 48.2% 

• Higher penetration levels compared to September (partly 
due to residual September B2G1F) 

• Lights and Ultra Lights promotion only (September was 
Lights and Full Flavor promotion) 
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Source: https://www.industrydocuments.ucsf.edu/docs/lhln0004 




B2G Free CD 

• Select markets (narrow coverage) different from B2G1F 
markets 

• 70% penetration objective (within sellect markets) 

• ADSII kit allocation 23% 

• % Stores penetrated 12% 

• % of Maximum penetration 52.1 % 

• Lights and Ultra Lights promotion only 




Source: https://www.industrydocuments.ucsf.edu/docs/lhln0004 




B2G1/2F 


• All key markets (carton outlets only) 

• 90% penetration objective (within key markets) 

• ADSII kit allocation 4.6% 

• % Stores penetrated 1.4% 

• % of Maximum penetration 30.4% 

• Lower penetration vs. September 
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Source: https://www.industrydocuments.ucsf.edu/docs/lhln0004 




Sheetl Chart 6 


November OPB Promotions 

Cumulative Penetration Weeks 1 through 4 (Ending 11/17/97) 

Designated Markets 



V.Slims 

V. Slims 

V. Slims 

Merit 

B&H 

Parliament 

B2G1F 

B2GF CD 

B1G1/2F 

B2GF Ice 

B2G1F 

B2G1F 




Scraper 



ADSII Objectives: 

Max % Penetration *: 

23% 

4.6% 

17% 

15% 

52% 


* Max % Penetration - ADSII store counts divided by all stores in designated markets. Assumes 1 kit per store. 


661 - 28922.03 
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Source: https://www.industrydocuments.ucsf.edu/docs/lhln0004 






PM USA - OPB Promotions 


PM OPB September Promotions 
Cume Penetration Among Designated Markets 
Weeks 1 through 5 (Ending 9/25/97) 


60.0% 

55.0% 


% All Stores in Market 
% of Maximum Penetration * 


-52.8%- 


54.8% 



* Max % Penetration = ADSII kit/store counts divided by all stores in designated markets. Assumes 1 kit per store 
SOURCE: MARKET DECISIONS AND ADS II 
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Source: https://www.industrydocuments.ucsf.edu/docs/lhln0004 
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Nielsen Integrated 
Nielsen Integrated-Weekly as of DEC 20 1997 


11/29/97 















Virginia Siims Weekly Share Trends 

Region 4 - Total Virginia Slims - 4 Weeks 
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